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ABSTRACT 
 
Article measured the element of RCTI brand equity consisting of brand awareness, brand 
association that formed brand image, perceived quality, and brand loyalty. The used research method 
was descriptive, this research desribe 400 student perception from four private universities in Jakarta on 
the RCTI brand equity in last 2005. The used sampling method was probability sampling using 
proportionate stratified random sampling technique. The brand awarness research result shows that 
RCTI brand is in the first level on top of mind level with 50,25% of the respondent. For the brand 
association, there are three associations that formed brand image of RCTI, which are RCTI Oke, 
Indonesian Idol, and Seputar Indonesia. 
 





Artikel mengukur elemen ekuitas merek RCTI yang terdiri dari brand awareness (kesadaran 
merek), brand association (asosiasi merek) yang membentuk brand image (citra merek), perceived quality 
(persepsi kualitas), dan brand loyalty (loyalitas merek). Metode penelitian yang digunakan adalah 
deskriptif, yaitu menguraikan persepsi 400 mahasiswa di 4 universitas swasta terkemuka di Jakarta 
terhadap ekuitas merek RCTI pada akhir tahun 2005. Metode sampling yang digunakan adalah 
probability sampling dengan teknik proportionate stratified random sampling. Hasil penelitian 
menunjukkan bahwa merek RCTI berada pada urutan pertama di tingkat top of mind dengan 50,25% 
responden. Untuk brand association terdapat tiga asosiasi yang membentuk brand image RCTI, yaitu 
asosiasi RCTI Oke, Indonesian Idol, dan Seputar Indonesia. 
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